Woman C.P.A.
Volume 25

Issue 6

Article 5

10-1963

Comments and Idea Exchange
Jane Strenciwilk

Follow this and additional works at: https://egrove.olemiss.edu/wcpa
Part of the Accounting Commons, and the Women's Studies Commons

Recommended Citation
Strenciwilk, Jane (1963) "Comments and Idea Exchange," Woman C.P.A.: Vol. 25 : Iss. 6 , Article 5.
Available at: https://egrove.olemiss.edu/wcpa/vol25/iss6/5

This Article is brought to you for free and open access by the Archival Digital Accounting Collection at eGrove. It
has been accepted for inclusion in Woman C.P.A. by an authorized editor of eGrove. For more information, please
contact egrove@olemiss.edu.

Comments and Idea Exchange
JANE STRENCIWILK, C.P.A.

THE ART OF DISAGREEING
WITH THE CLIENT
You have a client who stresses the fact he
doesn’t want “Yes men” around him. One day
you take him literally, disagree with him, and
what happens—he chews your head off!
So you retreat hastily, figuring that the
client didn’t mean what he said. Your con
clusion probably isn’t right. He meant what
he said, but there’s a right way and a wrong
way of disagreeing with a client. You just
used the wrong approach.
Disagreeing with the client is much the
same as disagreeing with anybody else. But
there are a few additional elements simply
because he is the client.
1. TIMING OF DISAGREEMENT is im
portant. Don’t disagree with the client when
he is feeling depressed, irascible or ill. Train
yourself to be sensitive to storm signals of
facial expression, posture, and tone of voice.
2. DON’T DISAGREE with the client when
there are others around. Wait until the two of
you are alone. Exception, of course, is the
conference, when everybody is on the same
level and the client is leading the group.
3. DON’T DETAIN the client with talk
about anything when he is twitching with
impatience to get away. He just isn’t with you.
4. IT’S PLAIN BAD MANNERS in talking
with anybody to say bluntly, “I disagree with
you”—“You’re all wet—or to use such words
as “idiotic,” “ridiculous,” “nonsense” in ex
pressing your reaction to the other’s ideas.
Under an attack of this kind, the other person
—client or anyone else—withdraws or lashes
back; you can’t reach them after that any
more.
5. DISCUSS FIRST that with which you
can agree. Spend enough time on this until
the client feels comfortable enough to accept
your disagreement.
6. USE NEUTRAL PHRASES such as “It
might be worth considering . . . ,” There
might be a possibility that . . . ,” Perhaps
it might be useful to find out if . . . .” These
phrases seldom arouse emotions, although they
actually mean the same as the more potent
“You haven’t thought of . . .
“You’ve for
gotten . . . ,” “You don’t know about . . . .”
Never underestimate the emotional impact of
words.
7. DON’T PRESS the client for an unmis
takable statement that he has reversed him
self. If he does go along with you on a point,

resist the temptation to say, “I’m glad you
see things my way.” Your prime purpose, after
all, is to give the client the advantage of your
best thinking. It doesn’t matter whether or not
you made the client change his mind.
8. DON’T INSIST on an immediate resolu
tion of the controversial point one way or
another. This is seldom necessary. And the
more time the client has to think quietly about
your objectives, the more likely he is to fuse
them with his own thinking.
9. UNLESS A DIFFERING opinion is of
real importance, it is usually wise to avoid
disagreeing at all. Sometimes the client wants
to think aloud with an audience. He may not
be planning to do anything, not for some time
anyway. He may just want to think around a
problem; he thinks better when he talks to
somebody, and you’re it. Disagreement at this
stage would be inappropriate and might annoy
him.
ONE MORE OBSERVATION: Where there
are intelligent people there may be disagree
ment. But intelligent people disagree construc
tively and with good manners, which is the
secret of how to disagree with the client.

NEW ZIP-CODE MAIL ADDRESSING
By now you are probably familiar with the
new system of mail addressing, sorting and
distribution called ZIP (Zoning Improvement
Plan) which was put into effect by the Post
Office on July 1, 1963. We suggest you give
the number to your printer whenever you are
ordering printed material with your address
on it. We wish to point out a possible cost
factor that you should consider before you
authorize any change with your printer. Until
the Zip-Code becomes mandatory we suggest
confining this change to your new orders where
the effect on cost of printing is negligible.

“Promise yourself to be too large for worry,
too noble for anger, too strong for fear, and
too happy to permit the presence of trouble.”
The Optimist Creed

“Cheerfulness keeps up a kind of daylight
in the mind, and fills it with a steady and
perpetual serenity.”
Joseph Addison

